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The 2014 conference of the Academy of International Business Southeast 
Asia Region (AIB-SEAR) Chapter returned to Macau 11 years after the 
SARS (Severe Acute Respiratory Syndrome) epidemic broke out in south-
ern China. The 2003 pandemic, although eventually contained by con-
certed efforts of nations, created panic across the globe; it brought the 
local stock markets and housing markets to a new low and the regional 
economies to a standstill. The 2003 AIB-SEAR annual conference, due to 
take place in Macau, was canceled. Ironically, both Hong Kong and 
Macau are referred to as Special Administrative Regions (SARs) of China. 
The empty streets and shopping malls were a stark reminder of how 
unexpected events can trigger a shock wave and paralyze the fragile sys-
tems that we live in.
Asian economies have been no stranger to crises and uncertainties, 
such as the Asian Financial Crisis in 1997, the SARS pandemic, and the 
Financial Tsunami of 2008. How Asian fi rms cope with crises and remain 
viable has been of great interest to scholars, practitioners, and policy 
makers. The theme of the 2014 Macau conference was “Asian Economies 
and Businesses: Nation States in a Turbulent Environment,” based on a 
suggestion of Professor Shige Makino, who was one of the keynote 
speakers at the 2013 conference in Bali. At Macau, we were fortunate to 
have as the keynote speaker Rosalie Tung, then president-elect of the 
Academy of International Business. Professor Tung shared with the con-
ference participants the challenges facing Asian economies and business 
organizations.
As both 2013 and 2014 keynote speeches suggested, Asia today com-
mands much attention from business leaders, policy makers, and aca-
demic researchers, given the size of its markets, high growth rate, and 
the increasing wealth of its consumers. The two speakers also converged 
on the challenges facing business organizations in Asia: external shocks 
due to increasing globalization of economies, regional strife, and con-
fl icts among Asian nations due to geopolitical reasons. Internally, at 
home and in the region, Asian fi rms also face mounting pressure from 
citizens calling for greater democracy and more transparency of policies, 
slower growth of economies, environmental protection, sustainable 
development, the upgrading of innovation capabilities, the drive toward 
internationalization and overseas expansion, and less reliance on 
Preface and Acknowledgments
xii Preface and Acknowledgments
 labor- intensive export-oriented manufacturing, to name a few. Business 
organizations from Asia and Southeast Asia, in particular, face tremen-
dous challenges, which represent both risks and opportunities. How 
they meet these challenges and rise above them will make a difference 
to the growth prospects of these economies and those outside the region.
This is the third book from the AIB-SEAR series initiated in 2012 and 
published by Palgrave Macmillan and consists of a number of papers 
selected from the Macau conference and several others from invited 
authors. Part I of the book focuses on the crises and challenges in selected 
countries of the region, starting with a conceptual piece on crisis by 
Frank Ng (Chap. 1) and an analysis of institutions during social move-
ments in Taiwan and Hong Kong by Michael Lin (Chap. 2). They are 
followed by a study of leadership styles for confl ict management by 
Alfred Wong, Dean Tjosvold, and Eva Khong (Chap. 3).
Part II includes fi ve studies on the strategies adopted by fi rms from 
and in China to overcome such challenges. Chapter 4 (Geng Cui, Xiaolin 
Li, Ling Peng, and T. S. Chan) reviews research on the location, choice, 
and entry mode of Chinese multinationals. Chapter 5 (Prem Ramburuth, 
Cindy Qin, and Yue Wang) explores the implications for knowledge 
transfer and cultural shifts due to China’s globalization. Chapter 6 (Hui 
Xu, Yongchun Feng, and Lianxi Zhou) describes the role of knowledge 
development in the process of overseas expansions of Chinese fi rms. 
Chapter 7 (Ku-Ho Lin, Shi-Huei Ho, and Yao-Ping Peng) presents the 
application of social capital to develop organizational capability. 
Chapter 8 (Esther Li) reports on the impact of environmental manage-
ment on the performance of the international suppliers in China.
Asia is vast and diverse. We regret that we have been unable to include 
studies of businesses in the Middle East and Central Asia. As a result, this 
book by no means represents a systematic treatment of the challenges 
facing Asian fi rms and the viable strategies for them to sustain continu-
ous growth. Rather, we have attempted to showcase recent research fi nd-
ings from this part of the world and hope to inspire more research on 
these critical issues.
Completion of this project would not have been possible without the 
assistance of many people. First, we thank the authors for contributing 
their research to this book. We appreciate the effort of Professors Shige 
Makino and Daphne Yiu (Chinese University of Hong Kong) in helping 
us to solicit quality manuscripts. Our special thanks go to Liz Barlow and 
her team at Palgrave Macmillan for their patience and encouragement. 
This project and its predecessors would not have been realized without 
generous support from the Hong Kong Institute of Business Studies and 
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the capable assistance of Vanessa Chan at Lingnan University of Hong 
Kong. Lastly, I must thank Professor T. S. Chan, the editor of the series, 
for his support and partnership in this and other projects, and for his 
leadership of the AIB-SEAR Chapter over the past 12 years. I wish him 
the best in his retirement.
Hong Kong Geng Cui
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